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Background
ASDA was first founded under the ‘Queens’ name in Castleford in the early 1960’s.  Peter Asquith and his brother Fred teamed up with Associated Dairies and formed the new company ASDA.  In 1999 ASDA was purchased by the Walmart brand, who was the most successful retailer at the time, and operated around 4000 stores in US, Mexico, Puerto Rico, Canada, Argentina, Brazil, China, Korea, Germany and Britain (Business Wire 2000).  This saw ASDA enter the international market, in which they have expanded, so that they now operate in 28 countries.  ASDA’s expansion also included acquiring several businesses such as Wade Furniture, GEM and Allied Carpets and mergers with other companies such as MFI.  As well as acquiring companies, ASDA’s strategy for growth and  expansion included collaborating with selected organisations, such as AOL, to distribute their product in its stores and the two companies would promote ShopSmart.com's price- comparison services.  This agreement would allow the three companies to promote each other, increasing each company’s customer base (Business Wire 2000).  Through these strategies, ASDA have expanded their services and products extensively and have collaborated with many local businesses to supply their products in store, in an effort to support the local economies in the areas that they are based. 

Marketing Strategies and Advertising
ASDA has a business strategy of ‘winning on price, delivering a consistent customer experience and driving growth where customers care’ (ASDA1 2019).  Michael Porter's Sources of Competitive Advantage model (Appendix 1) shows that because ASDA use a lower cost for their products to attract a broad target of customers, their market strategy is to be cost leaders.  ASDA uses market penetration to introduce new products, entering the market at a low promotional price, and then raising the price once the customer has become familiar with the product.  

ASDA has a dedicated Marketing Department whose role it is to help the business achieve its core values, which stretches to all of its departments within the brand, actively driving ASDA’s marketing.  This structure is unusual for larger companies, who tend to have a Chief Marketing Officer (CMO), instead of a Marketing department, with marketing activities being dispersed throughout the organisation (Parsons et al 2011, p3).  However, this type of structure was not used by ASDA as this thinking can result in the danger that devolved marketing is ‘everyone’s job’ which can be overlooked as it becomes ‘no-ones job’ (Greyser 1997, cited in Hooley et al 2008).  

[bookmark: _GoBack]ASDA advertises its products, services and values on every available medium, giving maximum coverage, including billboards, newspapers, on-line, in store, on the radio and on the television.  They also have their own magazine and own radio show in store.  ASDA have also recently trialed live in-store TV adverts, which have shown a sales uplift on featured products of about 10%. (Quilter 2005).  ASDA promote their reputation for quality but competitive goods, their slogan being ‘saving you money every day’.   They have a price guarantee that if you can find the same products elsewhere for cheaper, they will refund the customer the difference.  ASDA also pride themselves on their customer service and the ‘added value’ to their products such as their ‘Changed Your Mind’ promise, where purchases can be returned to the store within 28 days for a full refund, without there being a problem with the product.  These policies help the company achieve its goals of winning on price and delivering on customer service.  ASDA’s iconic ‘pocket tap’ advert has recently been reintroduced, after a period of time of not being used and due to the success of this campaign, it will now be used more often (Hobbs 2015), with plans to evolve it to incorporate other services, such as someone tapping the roof of their car at one of ASDA’s petrol stations or an optician tapping the frame of their ASDA glasses.
ASDA’s marketing strategies include websites that use contemporary social issues to try and appeal to their customers.  They have had promotions for children’s healthy eating by using popular children’s television characters and have used sports or TV personalities to visit stores to promote adult sporting activities run by ASDA in the past.  More recently ASDA have moved from this strategy to focus on improving the customer experience using the developments in technology to improve and expand their services, to become quicker and more convenient, in response to societies change in wanting more instantaneous solutions.  ASDA still actively support popular charities such as Breast cancer, Tommy for sick children and Children in Need and helping local foodbanks, to increase their staff’s participation in the local communities in which the stores are based.  These activities raise the company’s public image to improve customers perceptions and relations. 
ASDA is even working to appeal to their customer’s moral needs (Safety Needs in Maslows Hierarchy of Needs, Appendix 2) , as the new stores that are being built are incorporating environmentally friendly products, such as sedum roofs and have state of the art technologies to help reduce Co2 emissions and energy consumption.  This company differentiation is hoped to encourage more customers to shop at ASDA instead of their competitor’s stores, as they are made to feel that they are more ethical by helping the environment by shopping at ASDA.  In store ASDA prides themselves in using locally sourced meat and milk, sustainably sourced fish and a large selection of ‘fair-trade’ products, supporting local economies and socially sensitive issues.  Zadek (2004) suggests that companies with a strong global brand such as ASDA, are pushed by consumer pressure to have more responsible practices, in keeping with customers’ expectations.  ASDA have recognised the importance to customers of ethical sourcing and protecting the environment, and they aim to always ‘do the right thing’ (ASDA2 2019).  To keep this promise, they employ a team of ethics specialists, both at their headquarters in the UK and in the countries where their clothes are produced, to encourage the company to keep to these goals they have checks, including having independent audits.
ASDA have acknowledged the importance that the internet and technology have had on marketing a business and have appointed a dedicated Digital Marketing Director, as well as a Marketing Director.  The use of technology and social media in marketing has seen exponential growth in the new millennium (Husain et al 2016) and it has become a ‘usual’ part of marketing for most contemporary businesses.  There is evidence that with the modern faster pace of change and technological advances in an organisations’ business environment, it is becoming more critical for organisations such as ASDA to monitor, and keep up with these advances to stay successful, and competitive in their market (Palmer & Hartley, 2009, p7).  ASDA have recognised this and have stated that: “price will remain a focus in our marketing but we want to communicate that our value stretches beyond price and into quality, technology and the in-store experience as well." (Hobbs 2015).  ASDA have increased their on-line presence on social media platforms, as studies have shown that social media communications could potentially raise a company’s revenue by 29%, compared to 5% with traditional advertising (Meiners et al, 2010).  ASDA actively use social media and can be followed on social networks such as Twitter, Facebook, Instagram, Pintrest, Youtube and Google +.   Social Media platforms such as these or specialist blogs and forums play a vital part in businesses reaching out to and engaging their customers and potential clients (Chaffey 2011, p19), with a study by Hubspot claiming that 92% of businesses said that social media marketing was very important to their business (Magee 2017).  Social Media is thought to be a ‘peer influencer’ when it comes to making buying decisions, as 71% of consumers admitted to buying a product due to social media referrals (Husain et al 2016).  This supports ASDAs choice for using these platforms, but research has shown that the role of social media on consumer buying decisions may be influential but many organisations don’t have a clear strategy on its use, which can lead to it being not as effective as expected (Husain et al 2016, p21), with the results being disappointing.  ASDA seem to have a clear strategy for the use of social media, using it so that customers can choose to follow them rather than using it for advertising, which studies have shown that the majority of respondents are not receptive to advertising on their favourite social networking sites, with most people are annoyed by online advertisements in general (Pikas 2014).  ASDA’s Chief Customer Officer Barry Williams disagrees with the use of supermarkets adopting influencers and vloggers as he says "I think the minute you need to start relying on somebody else to talk about your business it kind of tells you something about the health of a brand." (Hobbs 2015).  The growing use of on-line shopping has raised ethical issues for ASDA’s marketing department, due to the use/misuse of customer data and the increased use of Application Spam (Chaffey 2011, p22), viruses and phishing, which could cause a decline in social media use.  Some larger companies such as Under Armour have withdrawn advertising on some social media platforms due to the lack of screening of the channels that they appeared on that involved sensitive subjects, affiliating the brand with unsavoury subjects, which could lead to the brand being damaged (Nakashima 2018).  Lush have also recently stopped its social media accounts even though it had a following of more than 400,000 on Facebook and more than 200,000 on Twitter (Neagle 2019), as they suggested ‘social media is making it harder for us to talk to each other directly’.  These moral and ethical issues need to be carefully considered by ASDA, so that they can respond in an appropriate way for their organisation.

ASDA have also tried to stay competitive by increasing their use of technology for on-line shopping and services, creating a click and collect service and the ASDA Mobile App, which collects data for analytics on customer behaviour and usage, to aid the development of the technology for an improved customer experience.  The evolution of mobile technology and the use of internet and apps have changed how consumers are able to make their buying decision, buy their products and share their experiences with other consumers (Heinonen 2011, cited in Husain et al 2016).  These new developments make it compulsory for ASDA to keep up and develop these new services, so that they can keep to their promise of ‘growth where customers care’.   Businesses such as ASDA will collect huge amounts of data, but to turn this information into a competitive advantage the data has to be analysed to try and uncover patterns, correlations, market trends, customer preferences and other useful business information (Avinash 2018), otherwise it is a pointless task.  
As well as their own marketing department ASDA have used in-store marketing agency Momentum to handle events at all its UK stores and create 'retailtainment' experiences to increase ASDA’s competitive edge over its rivals (Baker 2012).   ASDA may have thought, like some other companies, that a higher level of investment in their marketing activities will increase their business performance (Phillips and Halliday, 2008, cited in Kosan 2014, p276), but this is not necessarily true, as the growth in the use of social media platforms can be much cheaper for the organisation in comparison to traditional marketing avenues.  Technological advances in recent years have led to a marked decline of traditional marketing within organisations, due to loss of credibility of marketers and the devolvement of marketing responsibility in the organisation (Parsons et al 2011, p4), as marketing becomes more of an organisational rather than departmental activity.  
Tyrrell (2004) suggests that the way forward for marketing strategies of firms should incorporate image management and the most important marketing tool for a firm is the people in the organisation, rather than marketing.  ASDA supports this idea by always promoting a positive corporate image and striving to become the most trusted retailer, involving the staff by asking them to help promote this image by giving ‘customers great service. Respect everyone. Strive for excellence. And act with integrity. You could be chasing innovation. Pioneering sustainable solutions. Creating designs for the whole country. Or putting a smile on the face of everyone you meet’. (ASDA3 2019).
Target Markets                                                                                                                                                 ASDA uses multiple segmentation bases to try to appeal to a wide a customer base as possible, to gain the maximum amount of customers.  The choice of market segment that a business chooses to penetrate is important to their success, according to Moriarty and Reibstein (1986, cited in Martin 2010), as factors such as a customer’s gender, age, socio-economic group, income and marital status can affect the customer’s buying decision.  Most of these factors are a part of the customer’s life cycle, and can change over time, and by aiming at a large customer base, ASDA plans to have the right product for every customer. The best way for ASDA to analyse what factors in the macro-environment of the organisation that could have an effect on business, would be for them to do a PEST analysis of Political or legal influences (P), Economic influences (E), Sociocultural influences (S) and Technological influences (T).  This is useful for managers to make important decisions regarding marketing, or in which direction to take the business.  The PEST analysis for ASDA is shown in Appendix 3.
ASDA sells food at a competitive price, appealing to the lower grades of socio-economic groups but also sells clothes, books, compact discs, flowers, furniture, jewellery, toys, home ware and electrical goods, which would appeal to all demographic groups, the younger age groups as well as parents and the elderly.  They also sell financial services, such as insurance, have their own mobile phone service and their own optician.  This large range of good quality products at a lower price aims to attract as many customers form as many market segments as possible. Using Maslow’s theory (Appendix 2) ASDA is also providing a service to fulfil customer’s basic needs by providing food, clothes and furniture.  The experience of shopping can be seen to satisfy some people’s social needs (Appendix 2, Maslow’s Hierarchy of Needs).  

The use of technology has expanded the ‘local market’, so businesses can sell a wider range of products further afield more easily (Morrison 2017, p39), causing greater business competition within market sectors.  Brassington and Pettit (2005, cited in Armstrong & Kotler 2007) believe that buyers are also influenced by their environment, such as trends, product reviews, product prices, or quality which are more easily accessible on social media sites.  ASDA uses their advantage of having a wide range of products, with everything available in one store or quickly available on-line at competitive prices, makes it very convenient for modern customers, and gain ASDA more market share than their competitors. 

Brand Equity
A Brand is more than just the name or logo of the business, it represents the consumer’s perceptions of a product or company.  Sometimes the brand can be the most valuable asset to a business, as it can get customer loyalty through their preference to the particular product.  ASDA has a strong brand equity as most customers associate good value and good quality products with the ASDA name.  A perception map can be used to plot where a business is in relation to its competitors as shown below.
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This map shows Aldi competes with ASDA on price but has a lower quality of products.  ASDA can be seen to compete with Marks and Spenser in the higher quality of products but have a more competitive price.  Both of these factors give ASDA a competitive advantage.  ASDA also uses Brand Extension on a regular basis, which is when a successful brand such as ASDA uses its current brand to launch new products under the same brand name.  This happened when ASDA launched its financial services and optician, the familiar brand giving the new products instant recognition.  ASDA also uses brand expansion to expand its range of goods which it already stocks.  Using Ansoff’s Product Mission Matrix (Appendix 4) it would seem that ASDA adopts a Market penetration pricing strategy, where a low price is set for new products in order to attract a large number of buyers and a large market share.
Customers are willing to pay a premium for the brand name, as they ‘buy the maker’ not the product (Sorrel 1989) but they can get branded products cheaper online due to more choice of supplier in the global market.  Social media has changed how brands are used, as it is now one of the most important places to monitor and enforce brands, because it is customer facing and instantaneous (Managing Intellectual Property 2019). 
Success of Asda
ASDA’s marketing strategies seem to be working, using Webster’s (1997, Cited in Hooley et al 2008, p21-25) marketing principles.  ASDA focuses on their customers, and their experience in store, they are constantly striving to have a competitive edge over their competitors and even though they have a marketing department, ASDA uses their staff philosophy and company culture to present themselves positively at all times, not just through marketing and adverts.  ASDA try to provide as many ‘solutions’ (products and services) to customers and ASDA are consistently evolving and changing in response to markets and customer needs.
ASDA is the third largest superstore in the UK and now has hundreds of stores, with around 145,000 staff.  ASDA is proud to have over 18 million weekly shoppers, and ASDA’s home shopping service has over 98% coverage in the UK with its food prices averaging 5-10% lower than its main competitors.
ASDA’s clothing branch, George has become one of the largest and fastest growing fashion retailers in Britain, with over 560 stores serving over 800,000 customers a week. George has built up a reputation for ‘quality, style and value’ and offer customers value clothing at affordable prices (ASDA2 2019).
This is reflected in the latest sales figures which show that ASDA’s sales increased by 0.1% in March 2019 compared to the same period last year, and since March 2017 ASDA sales have been growing, sometimes surpassing an exceptional 2.5% growth rate, up to March 2019 (Statista1 2019).  ASDA is the joint second leading supermarket in the Uk and in May 2019 had 15.2% market share, the same as Sainsburys, with Tesco having the most market share at 27.3% (Statista2 2019).  This confirms that ASDA’s marketing strategy is working and they are becoming a firm favourite with customers in retail.

References
Armstrong & Kotler (2007) Marketing An Introduction. Pearson Prentice Hall: New Jersey pp 124.
ASDA1 (2019). ‘Asda CEO Roger Burnley reminds colleagues that they must 'prioritise what will make a difference to customers' in delivering strategy’. Available at: https://corporate.asda.com/newsroom/2019/05/15/asda-ceo-roger-burnley-reminds-colleagues-that-they-must-prioritise-what-will-make-a-difference-to-customers-in-delivering-strategy. (Accessed 18th July 2019).

ASDA2 (2019). ‘Company Facts, George’. Available at: https://corporate.asda.com/our-story/company-facts.  (Accessed 18th July 2019).

ASDA3 (2019). ‘ASDA Careers’. Available at: https://www.asda.jobs/?cmpid=ahc-_-otc-jobs-_-asdacom-_-hp-_-footer-_-jobs.  (Accessed 18th July 2019).

AVINASH, B.M. and HARISH, B.S., (2018). ‘BIG DATA TECHNOLOGIES FOR E-BUSINESS– FUTURE OPPORTUNITIES, CHALLENGES AHEAD AND GROWING TRENDS’. International Journal of Advanced Research in Computer Science, 9(2), pp. 328-332.

BAKER, R., (2012). ‘Asda to increase in-store marketing’. Marketing Week (Online). Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/abicomplete/docview/993199142/964E0E8C22594B45PQ/48?accountid=130472. (Accessed 18th July 2019).

BUSINESS EDITORS/HI-TECH WRITERS, (2000). ‘AOL UK and ASDA Announce Strategic Marketing Agreement, Strategic Alliance With ShopSmart.com’. Business Wire, Aug 09. Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/abicomplete/docview/446524730/964E0E8C22594B45PQ/14?accountid=130472.   (Accessed 18th July 2019).

Chaffey, D., (2011). E-Business and E-Commerce Management: Strategy, Implementation and Practice. 5th Edition. Harlow: Prentice Hall.

Hobbs, T., (2015). ‘Asda's marketing boss says the pocket tap is 'here to stay' as it looks to be more emotive’. Marketing Week (Online). Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/abicomplete/docview/1709658346/964E0E8C22594B45PQ/15?accountid=130472.  (Accessed 19th July 2019).
Hooley, G., Piercy,N., Nicoulaud, B., (2008). Marketing Strategy and Competitive Positioning. 4th Edition. Harlow: Prentice Hall.
HUSAIN, S., GHUFRAN, A. and CHAUBEY, D.S., (2016). ‘Relevance of Social Media in Marketing and Advertising’ A Monthly Peer Reviewed International Journal of Management & IT A Monthly Peer 
In-house: social media challenges, best practices. (2019). Managing Intellectual Property.
Reviewed International Journal of Management & IT. Splint International Journal of Professionals, 3(7), pp. 21-28.
KOSAN, L., (2014). ‘Accounting for Marketing: Marketing Performance Through Financial Results’. International Review of Management and Marketing, 4(4), pp. 276-283.
Magee, B., (2017). ‘RAPID SOCIAL MEDIA GROWTH IS HUGE BUSINESS GAME-CHANGER’. Scottish Business Insider.  pp. 86. 

Meiners, N. H., Schwarting, U., & Seeberger, B. (2010). ‘The renaissance of word-of-mouth marketing: A 'new' standard in twenty-first century marketing management?’. International Journal of Economic Sciences and Applied Research, 3(2), pp. 79-97. Available at: http://www.ijesar.org/docs/volume3_issue2/rennaisance.pdf. (Accessed 19th July 2019).

Nakashima, R. and O'Brien, M., (2018). ‘After Facebook scrutiny, is Google next?’. AP Worldstream.

Neagle, A., (2019). ‘Lush Abandoning Social Media is a Bold Decision’. The Western Mail. 5th June. p11.
Martin H., (2010) ‘Introduction to Marketing’ CBT 405, pg 54.

Morrison, J., (2017). The Global Business Environment. Fourth Ed. London. Palgrave.

Palmer, A. and Hartley, B., (2009).  The Business Environment. Sixth Edition. London: McGraw-Hill. pp.7.

Parsons, E., Maclaran, P., (2011) Contemporary Issues in Marketing and Consumer Behaviour. Oxon: Routledge.

Pikas, B. and Sorrentino, G., (2014). ‘The Effectiveness of Online Advertising: Consumer's Perceptions of Ads on Facebook, Twitter and YouTube’. The Journal of Applied Business and Economics, 16(4), pp. 70-81. 

Statista1 (2019). Asda sales growth year-on-year in Great Britain 2014-2019   Available at: https://www.statista.com/statistics/386700/asda-sales-percentage-change-great-britain-uk/
(Accessed 19th July 2019).

Statista (2019). Grocery market share in Great Britain 2015-2019. Available at: https://www.statista.com/statistics/280208/grocery-market-share-in-the-united-kingdom-uk/ 
(Accessed 19th July 2019).

Tyrrell, A., (2004). ‘ACCOUNTING FOR MARKETING or MARKETING FOR ACCOUNTING?’ Accountancy Ireland, 36(2), pp. 16-19.

Quilter, J., (2005). ‘Asda set to sanction in-store TV roll-out. Marketing’. pp. 7. https://search-proquest-com.ezproxy.uwtsd.ac.uk/abicomplete/docview/214977036/2376AEEBAED24B85PQ/4?accountid=130472.  (Accessed 18th July 2019)

Zadek (2004). ‘Framing Business Ethics’. In: Crane, A and Matten, D Business Ethics. 3rd ed. Oxford: Oxford University Press. P51.




























APPENDICES
APPENDIX 1 - Michael Porter's Sources of Competitive Advantage model
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APPENDIX 2 – Maslow’s Hierarchy of Needs
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APPENDIX 3 - Asda Pest Analysis
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APPENDIX 4 - Ansoff’s Product Mission Matrix
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